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AUCTION - MEETING 

AGENDA 6/1 _ 

" ll111111111111 ' 1 ^^ ^*^^7 

AuctiondrTBar^ _ UtQVyvXO ** 

1, Market (legal feedback ~ rvo ScrM- affect , t , , , P n 

- San Antonio, TX - - ho urz^dw r<^rC>rv*f / 

- New Orleans, LA ^ 


2. Rules & Regulations 

- Diamond to provide 

- outline of Auction process/ rules 

- licensed auctioneer 


liPcyj Am ©vo’f ^n/w^ 

3. EMI role Vs. Diamond’s role on Auction nights 

EMI- Bar / neighborhood selection, In-bar POS ■* 

EMI - Iding 

Diamond - Conducting Auction Process, Handling Items, assist in counting 
miles 


4. Items 

- purchasing : Review items and costs 

- timing 
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MFA - MEETING 
AGENDA 6/1 


1. 800# Update 

- add MFA prompt 

- area code routing + MFA prompt => MFA trained CSRs 


2, POS 

- 2nd round ROP keylines at legal. 

3. Events 

- premier party planning , ' , * 

- Guitar drawing at last event in market - update ~~ ^ ) i 


4. Research 
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Robinsoa^vette^_ — ——■—-- 


From: Robinson, Yvette J. 

Sent: Tuesday, June 1, 1999 5:16 PM 

To: 'kkane@emi-chicago.com 1 

Cc: Berner, Vicki A.; Anderson, Shalena; Nayar, Sarosh 

Subject: RE: MFA-Name Generation 


Kara: 


Here is some^add it i on al informat i on r e gar dii ly Name Gene r a ti on/i 
miisH^Oflnpiace: 


that EMI 


If address on redemption forms does not match consumers gov’t ID - consumers must 
fill out a name generation/survey form with the correct address. EMI will attach the name 
gen/survey form to redemption piece. Any questions, please call. 

krojL [ r 


‘Yvette 
‘Event Marketing - 120/12 
Extension 3236C 
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From: Robinson, Yvette J. 

Sent: Tuesday, June 1, 1999 4:08 PM 

To: ’kkane^emi-chicago.com' 

Cc: Berner, Vicki A,; Nayar, Sarosh; Walsh, Michael A (Madden); Anderson, Shalena 

Subject: MFA-Name Generation 

Kara; 

I faxed over the cover of an Event Card Count Sheet with the additions. They are as 
follows: 


Type In under "cards shipped to PO Box #"_66062 

Type in under "Category (check one)" _Marlboro Marlboro Miles For 

Admission (MFA] 


The procedures for mailing the "ECCS" are the same for this program as they are for 
all programs. 

If you have any questions, please let me know. I'll fill you in on the information for the 

Page 1 
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"Redemption Piece" after my meeting today. Thanks. 
Jvette %gbinson 
‘Event Marketing ■ 120/12 
‘Extension 3236C 
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1999 MARLBORO MILES FOR ADMISSION 


PROGRAM OVERVIEW 


The 1999 Marlboro Miles For Admission Program is a grassroots promotion, which utilizes current 
Marlboro music clubs in presenting a major touring artist within a private, club atmosphere. The program is 
designed to attract adult smokers, 21 years of age and older in each market. 

In addition to the headline act, this exclusive night of entertainment will feature a party for qualified 
consumers with food from the Marlboro cookbook and a local host/DJ. Admission is 200 Marlboro Miles 
for the qualified consumer and guest. 

Marlboro Miles for Admission will be executed in the following eighteen (18) markets: Atlanta, Boston, 
Chicago, Dallas, Detroit, Houston, Los Angeles, Miami, Minneapolis, New Orleans, New York, 
Philadelphia, Pittsburgh, Portland, San Diego, San Francisco, Seattle and St. Louis. 


GOALS AND OBJECTIVES 


The overall Goals and Objectives of the Marlboro Miles for Admission Program Events include: 

• Increase Marlboro brand visibility to smokers 21 years of age and older creating an exciting and 
positive experience on a local level. 

• Generate a direct marketing list of qualified smokers 21 years of age and older for the future use of 
Philip Morris USA. 

Important Note 

> All Marlboro Miles for Admission promotions are limited to age restricted venues. 

> All Marlboro Miles for Admission promotions are limited to smokers 21 years of age and older. 
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GENERAL PROGRAM TIMELINE 


TACTIC 

• Execute Sell-In 53 Markets 

• Event Scheduling (Chicago office) 

• GMM MFA Training 

• Official Program Launch 

• Promotion Window 


SCHEDULE 

December 9, 1998 - March 31, 1999 
March-mid April, 1999 
May 25 & 26,1999 
June 16,1999 

June 16- November 4,1999 


The Affinity Management Group, tnc/Chicago 2 
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1999 MARLBORO MILES FOR ADMISSION 
Events Per Market 


MARKET 

No. of 
Shows 

Atlanta 

6 

Boston 

3 

Chicago 

8 

Dallas 

6 

Detroit 

6 

Houston 

6 

Los Angeles 

8 

Miami 

6 

Minneapolis 

6 

New Orleans 

6 

New York 

8 

Philadelphia 

6 

Pittsburgh 

6 

Portland 

6 

San Diego 

8 

San Francisco 

8 

St.Louis 

6 


Total 


117 
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MILES FOR ADMISSION PROMOTIONAL EXECUTION 


The General Market Managers will execute the promotional aspect of the 1999 Marlboro Miles for Admission 
Program in each market. The GMM in each market will be responsible for staffing the promotion team with 
quality merchandisers. Once the merchandisers are trained locally, the GMM will schedule the 
merchandisers while complying with established budget parameters. These parameters are as follows: 

Each market has either six (6) or eight (8) event nights 

10 merchandisers per night (average) 

7 hours per day (average) 

1 night per week 


Bar Items for Pre-Promotion and Event Nights 


In addition to the items that we currently provide to our venues, we will supplement each club with 
additional signage and bar essentials for each MFA event. These items include: 

• Pre-promotional materials: 

* Bar Posters. The posters will be delivered blank as the GMMs will customize 
them for each show utilizing a lettering kit. 

- Bar Poster Lettering Kits. A kit consisting of days, dates, times and capacities to affix 
to the bar posters. 

- Bar Fiver . Each market will receive two sets of flyers. The flyers wiil list one-half of the 
scheduled shows in the market. 

- Table Tents . Generic promotional table tents. 

- Redemption Forms . The forms on which consumers will affix their miles. 

- Take-One Boxes. A promotional box that houses the redemption forms. 


• Small Accessories: 

- Bar Organizers . Additional bar organizers have been ordered for each event. 

- Matchboxes . Plain red matchboxes. 

- Coasters . Branded with the Marlboro Music logo. 

- Napkins . Branded with the Marlboro Music logo to be used both at the bar and catering 
station. 


• On Premise Signage: 

We will be using all of the on premise signage used for The Marlboro Music Program: 
POPs , ba.cklit_sig ns. ]MiflingianQfi£§_and 
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1999 MARLBORO BAR PROGRAM 

MILES FOR ADMISSION PROMOTIONAL VISIBILITY PLACEMENT GUIDE 


Advertising Items 

Placement Post Event Other 


! 24 Hr. Adult 

Promotional Adult 


Inside 

Outside* 

inside 

Outside 



Advance Poster 

Two weeks prior to 
event 

Two weeks prior to 
event 

Two weeks prior to 
event 

NO 

Take Down 

In Florida, rules poster 
must be put up next to 
advance poster, two weeks 
before event 

Advance Flyers 

Two weeks prior to 
event 

NO 

Two weeks prior to 
event 

NO 

Take Extras 

j 


Night of Poster 

Anywhere 

Yes 

Anywhere 

■ 

Yes 

Take Down 


Horizontal Banner 

Anywhere 

Yes 

Anywhere 

Yes 

Take Down 


Vertical Banners 

Anywhere 

Yes 

Anywhere 

Yes 

Take Down 


TabJe Tent 

Anywhere 

NO 

Anywhere 

NO 

Take down in promotional AOF; can 
leave in 24 hour AOF 


Napkins (branded) 

Anywhere 

N/A 

Anywhere 

N/A 

Take Extras 

CAN NOT USE IN TX, FL, 
MS, MN 

Coasters 

(branded) 

Anywhere 

N/A 

|— 

Anywhere 

N/A 

Take Extras 

CAN NOT USE IN TX, FL, 
MS, MN 

Take-one boxes 

Anywhere 


Anywhere 

N/A 



Redemption forms 

Anywhere 


Anywhere 

N/A 



Matches (red box) 

Anywhere 


Anywhere 

N/A 




NOTE: Outside POS placement is subject to local ordinances; please check before placing. 
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Media 


All Marlboro Miles for Admission events will be advertised in the weekly alternative newspapers. 
These ads include the venue name, address, capacity and event dates. 


See enclosed print media schedule for your markets schedule. 
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1999 Miles For Admission Madia Schedule 


PubMcaSon 

Total Cost 

Atlanta Cmativa Loading 

*89.563 

Boaion Phoantx 

*44.129 

Chicago Maw City 

*32.335 

Chicago Raadar 

*57,513 

OaNas Mat 

*20.336 

DaMaa Obaarvar 

*45,556 

O#4rort M#tro Tkww 

*42.430 

Houston Praaa 

•31.423 

Los Angola* Now Times 

*48.046 

Los Angolas V^afcfy 

*114,158 

Miami Haw TWn*s 

*42,068 

MnnaapoMi Ctty Pago* 

*40,163 

Naw Orleans Gambit 

*27.248 

MYPraaa 

*45.508 

NY VKtaga Voica 

*150.062 

Philadelphia Ctty Paper 

*31.200 

Philadelphia Vtookly 

*31.885 

PJSsbuigb City Paper 

*15,934 

In Pittsburgh 

*33,115 

Porttand Our Towm 

*21.987 

San Ptago Raadar 

*60.411 

San Fran. Bay Guardian 

*72.854 

San Fran. Wtaafcfy 

*48,221 

Saatt# Strange* 

$28,815 

SaaWa IVatatfy 

*50.561 

SI. Locris RJvarfmnI Tlmaa 

*38,542 

Total 

$1,257,567 
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PROMOTIONAL VISIBILITY - POS 


Each bar promotion shall include a three-step visibility process that will maximize the promotional 
exposure essential to the promotion's success. Please refer to the Promotional Visibility Placement Guide 
in the back of this manual for complete detail on visibility placement. 

Step One - Four Weeks before the promotion: 

In order to create event communication and a promotional presence well in advance of each MFA 
event, the GMM is responsible for prominent merchandising of each venue. The GMM will 
customize the posters with the fettering kits and hang posters in prominent (high traffic) areas of 
the venue. The flyers, redemption forms and take-one boxes need to be displayed in prominent 
areas of the venue. 

IT IS IMPERATIVE THAT THE POSTERS, FLYERS, REDEMPTION FORMS AND TAKE-ONE 
BOXES ARE REPLENISHED ON A WEEKLY BASIS. Make yourself aware of big shows and 
busy nights at the venues and make sure that we have plenty of promotional materia! visible 
and available for consumers. 

Step Two - Week of Promotion: 

Pre-Promotion Walk Through - the GMM is responsible for setting-up an appointment with the 
club manager to review all aspects of the promotional night, with emphasis on the merchandiser 
station (where miles are redeemed) visibility placement, catering set-up and confirmation of adult 
only status. The purpose of this activity is to ensure primary visibility for the Marlboro brand. All 
aspects, and elements of the MFA program will be agreed upon and recorded by the club manager 
and GMM on the Plan-A-Gram. This form should be in the possession of the GMM the night of the 
event in case of any discrepancies or miscommunications. 

Step Three - Night of Event: 

For each promotional night, the GMM will follow a series of procedures detailed below to ensure an 
exciting and professionally executed promotion. Each dub environment facilitates different 
operating procedures. GMM's should be prepared to adapt to each location's needs, while 
maintaining the integrity of the program. 


After meeting merchandisers at base of operations: 

• Confirm sufficient quantities of all promotional equipment. 

• Load promotional vehicles with appropriate promotion equipment. 
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PRE-EVENT RESPONSIBILITIES 

• Inform venue manager on duty of your arrival. 

• Inform road manager of your arrival. THIS IS YOUR CONTACT FOR THE ARTIST - DO NOT DEAL 
DIRECTLY WITH THE ARTIST, EVERYTHING MUST GO THROUGH THE ROAD MANAGER. 

• Enter establishment together as a team. 

• Confirm proper placement of POS items table tents and soft goods. 

• Reserve a small area (roughly four seats) for PM/EMI executives. 

• Set up miles redemption center in strategic location at the front door: 

--Assign duties to merchandisers. 

- "Mile redemeers" 

- two roamers doing name gen surveys & fielding consumer questions 

- one greeter outside venue 
-- one guest list manager 

-- one clicker, keeping an accurate count of consumers that enter the venue 

• Make sure that DJ/host has arrived and understands duties 

- music style fits the venue / artist (rock & roll) 

- DJ has script of announcements Re: catering, additional events 

- DJ to announce that consumers will have the opportunity to meet the artist after the event 

• Confirm that catering setup is positioned correctly and that the presentation is correct. 

• Verify with road manager that caterer has taken care of artist rider requirements 

• Maintain steady surveillance of the equipment and staging area. 

• Continually keep club clean of trash found in the bar. 


POST EVENT RESPONSIBILITIES 

• Verify that artist is ready for meet & greet. If necessary, have security available for artist. 

• Settle with road manager for remaining artist fee. You must have road manager sign the settlement 
sheet confirming receipt of payment, 

- Give the check for house expenses & DJ to the manager on duty @ the venue 

• Distribute flyers for upcoming events to consumers as they are leaving the event. 

• Thank manager on duty and road manager when leaving the premises. 


PREMIER NIGHT 

• The first event in each market is the "premier night". We will have the freedom to invite key venue 
owners who have helped us with promoting Miles for Admission in their venues. We also would like to 
extend invitations to other local celebrities and music industry folks in your markets. This will aid in 
getting the word out for future events. Al> O^d Oft* |\*^i 

GUEST LISTS 


Guest list privileges will be given to PM/EMI Staff. The artist guest list is limited to ten (10) people who 


must be 21 or older. 
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REDEMPTION FORM GUIDELINES 


• Qualify consumers: "Are you 21 and a smoker?" 

. MERCHANDISER MUST VERIFY AGE OF SMOKER BY ASKING FOR A GOVERNMENT ISSUED 
IDENTIFICATION BEARING A DATE OF BIRTH. 

• Merchandisers are responsible for collecting completed redemption forms. 

• Each smoker is allowed one guest. The guest does not need to sign an age verification form. 
However, the merchandiser needs to verify that the guest is 21 years or older by checking a valid 
government issued identification bearing a date of birth. 

• Merchandiser must note that: Each Proof of Purchase = 5 Miles 

• All Marlboro Miles will be accepted for this program i.e. the current '5 Mites', ’Unlimited Miles', 
’Adventure Team miles', 'Country Store Miles' etc. 

• Merchandiser must check that the number of miles attached to the form is 200 (40 pieces). 

• As forms are redeemed, merchandiser must initial each form verifying that they have checked the 
consumers ID, verifyed signature match and mark on the form whether 1 or 2 people were admitted. 

• GMM will have final approval and will initial all redemption forms. GMM must also be sure that the 
redemption forms are secure in locked box. 

• Fully understand the Marlboro Miles for Admission Program, the rules should never be interpreted. 

• Make sure each survey card is filled out completely and legibly. Pay special attention to the following 
items on the survey card: 

• Date of birth--Some consumers will mistakenly write the current date for their date of birth. 

• Signature-The consumers must sign the card. 

• Abbreviations-Always spell everything out, especially the city. 

• Question #2 (How did you hear about this promotion?) should be filled out on redemption form. 

• Address—If address on form does NOT match government issued ID, follow the instructions on the 
form (check box). 
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NAME GENERATION SURVEY CARD.SUIPEUNES 


Qualify Smoker: 

-"Are you a smoker?" 

-Verify they are 21 years of age or older. 

'-"What year were you bom?" 

-"How old are you?" 

--You must check government issued identification bearing a date of birth. After a qualified smoker has 
completed a survey card merchandisers must check government issued identification bearing a date of 
birth to verify that the name and date of birth written on the survey card match the government issued 
identification. 

• Assist patrons in filling out survey cards completely and legibly, paying special attention to the date of 
birth and the signature. 

• Distribute incentive items (key chains) to smokers, 21 years of age or older. 

• Make sure each survey card is filled out completely and legibly. Any incomplete or illegible survey 
should be discarded. Pay special attention to the following items on the survey card: 

• Date of birth-Some consumers will mistakenly write the current date for their date of birth. 

9 Signature-The consumers must sign the card. 

• Abbreviations-Always spell everything out, especially the city. 


Upon returning to base of operations: 

• Check and verify redemption forms. 

• Check and verify survey cards. 

• Secure promotional vehicles. 

• Unload and securely store all promotional items from promotional vehicles. 

• Document inventory distribution for the night (if any). 

• Sign merchandiser time sheets. 

• Confirm next event start time and employee schedule, if possible 
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as of 5/24/9910 22 AM 


1999 MARLBORO MILES FOR ADMISSION 
Schedule 


Event 

Dels 

Market 

—------- 

Venus Nemo 

| AO/PAO 


sun*. 

Guest* 

Printed 
POS Cap. 

Venue Addms 

Venue Phone 

Doors I 

OJ time 


h'.If.t-H 

Boston 

Harper's Ferry 

AO 


mzmm 

■E55M 

158 Brighton Avenue ASIston, MA 02134 

hu»x.*±i*m 

ftfcUaHI 


\!xmm 


Club Laga 

PAO 

■ li-B 

W3EM 


3609 Forbes Ave. 4th fl. Pittsburgh, PA 15213 

412.682.2050 

m&l'hXM 



Detroit 

Magic Bag 

AO 

mum 


«a 

22920 Woodward Ave Femdale, Ml 48220 

EEmSFEM 


K:Jl«l<Mnl 

RXYJ&U 

cctemb 

Tramps 

AO 


mm 

«■ 

51 West 21st SL New York, NY 10010 



WEZZuM 

i&u&li 

Chicago 

Metro 

PAO 

Kiiisn 



3730 N. Clark Chicago, IL60613 

773.549.0203 


g=E35Sl 

mmm 

Philadelphia 

Brownies 23 East 

AO 

m.uim 

wmm 

mum 

23 East Lancaster Ave. Ardmore, PA 19003 

"610 649.0389 

mamai 

EKul 


New Orleans 

The Howlin' Wotf 

PAO 

800 

gggigg 

—to** 

828 South Peters New Orleans, LA 70130 

504.529.5719 

•mii!M 




CANES Bar& Grill 

PAO 

000 


KK 

3105 Oceanfront Walk San Diego, CA 92109 

m-mtocim 

fcfrfflih'J 


mmm 

Houston 

Max's 2001 

AO 

mum 


WEE* 

2630 Augusta Dr. Houston, 7X 77057 

713.701.8898 

Kk1.IS7M 

M; 

K&i*m 



AO 



wtEwm 




rerasal 

IWMM 

[Dallas 

(sSKEEKam 

AO 




312 Houston SL FL Worth, TX 7610Z 

817.429 4000 




EMSHESEl 

|7th NOTE Showdub 

AO 

maim 


■eEM 

915 Columbus Ave. San Francisco, CA 94133 

415.921.CLUB 


IlLi'uJ 


Miami 

LLW.VLLV.tcl.V.I-'; —1 

AO 

450 

Wmtm 

mzm 

518 Clematis St. West Palm Beach, FL 33401 

561.832.0706 


E5SSJ 

Emimm 

Portland 


AO 

500 

m-MVji 


4811 SE Hawthorne Portland, OR 97215 

EMmifeaai 


ESul 


St Louis 


PAO 




914 N. 1st Street St. Louis, MO 63102 

314.421.0298 

M£2EZM 

EE321 

tamm 

Boston 


AO 


muam 

300 

158 Brighton Avenue Allston, MA 02134 


UMI 

EEasa 

rr/.;rr» 

Sea We 

The Fenix 

AO 

700 

■ggrnra 


315 S. 2nd Ave. Seattle, WA 98104 

zmmiEM 


ma 

bm.he« 

Atlanta 


PAO 

450 

m&nm 

350 

56 E. Andrews Dr. Atlanta, GA 30319 


IW 


I.VI.VIIM 

EEES32SM 

l ill ill lil—iii— 

AO 

000 


450 

164 N Shelling Ave. St Paul, MN 55140 

tMtetlW 

Em 

EE5J 


Boston 

M»l»l 

AO 

440 

■B3EEE 


90 Brookline Ave. Boston, MA02215 

617.247.8605 

U&LU1 

ESiSSI 

[■>*!**■ 

ldn> 

Club Laga 

PAO 

mcm 


^BE53p| 

3809 Forbes Ave. 4th fl. Pittsburgh, PA 15213 

412.682.2050 

WZT1Z7M 


rtfi.yjf-M 

Detroit 

Mill Street 

AO 

600 


■Eliinta 

65 East Huron Detroit, Ml 48342 

248.333.0649 


B525ui 


New York 

Le Bar Bat 

PAO 

400 

murim 

300 

311 West 57th street New York, NY 10019 

R WjUrMm 

m&bkiLM 

m 

r.yjr.T 

Chicago 

Double Door 

AO 

500 

msi&k 

400 

1572 N. Milwaukee Chicago, IL 60622 

773.489.3160 


EE5J 

l‘rArJ']-U 

Philadelphia 

Finnigan’s Wake 

PAO 

500 

UParitflk 

400 

537-41 N. 3rd SL Philadelphia, PA 19123 

215.574.9240 

KSXISTM 

E2J3HI 


New Orleans 


AO 


WrlJilM 

900 

501 Napolean New Orleans, LA 70115 

504.891.8477 

■MM 

EES2uI 




AO 

Ka 


600 

143 S. Cedros Ave Solana Beach, CA 92075 



m 

riTJfcrtvM 

Houston 


AO 

K9 

mum 

300 

5930 Southwest Freeway Houston, TX 77057 


■ehri« 


ftMEIEKM 


Club Caprice 

AO 

500 


400 

1700 South PCH Redondo Beach, CA 90277 

310.316.5595 


Ufrffllil 

t&n&m 

Dallas 

Arcadia 

AO 

«!■ 

Eza 

400 

2005 Greenville Ave. Dallas, TX 75206 

214.818.0400 

mKMM 

Esgaa 


San Francisco 

7th NOTE Showdub 

AO 

mum 

wmzym 

600 

915 Columbus Ave. San Frandsco, CA 94133 

415.921.CLUB 


KMt?aa| 


Atlanta 

Chameleon Club 

AO 

m&m 


250 

3179 Peachtree Rd. Atlanta, GA 30305 

WMmEM 

VBBEm 

m.i.g.Tii 

pormeem 

Minneapolis 

Ryan's 

AO 

700 

mmm 

600 

201 E. 4th Street SL Paul, MN 55101 

aSfcEElfcliM 

ftfiUai£l 

i-fl.i.r.v.il 

07.21.99 

Miami 

Chili Pepper - Coconut 
Grove 

PAO 

700 

25/75 

600 

2911 Grand Ave #500 Coconut Grove, FL 33133 

305.442.2228 

7:30 PM 

9:00pm 

tvxxnm 

Portland 

EJ’s 

AO 

307 


250 

2140 NE Sandy BJvri Portland, OR 97232 





St. Louis 

Blueberry Hill 

PAO 

400 

MITZm 

350 

6504 Del mar St. Louts, MO 63130 

314.727.0880 

rn&nxM 


t7r3P>JgT=M 

Seattle 

Ballard Firehouse 

PAO 


wzzm 

450 

5429 NW Russell Ballard. WA 90107 

s>:ok:*:w 

m&SESM 

ma 


Chicago 

Double Door 

AO 

50D 

m&iim 

400 

1572 N Milwaukee Chicago, IL 60622 

tfrsiri’iriliai 

7.30 PM 

1E353 

VrKXim 

Philadelphia 

Finmgan's Wake 

PAO 

m&m 

mum i 

400 

537-^41 N. 3rd SL Philadelphia, PA 19123 

215.574.9240 

7:30 PM 


[>>»;•!:>■ 

Detroit 


AO 

600 

mw*m 

500 

r 65 East Huron Detroit, Ml 48342 

248.333.0649 

KBZX27M 

EE’liil 

biKiim 

1 — 

Tramps 

PAO 

MKETM 


700 

51 West 21st St. New York, NY 10010 

212.727.308 8 

KESSM 


m&m 


Club Laga 

PAO 

KSS 

75 

350 

3609 Forbes Ave. 4th fl. Pittsburgh, PA 15213 

412.682.2050 

mEjxM 

HI 

mMzm 

Portland 

Cobalt Lounge 

AO 

mum 

25 

250 

32 NW 3rd Ave. Portland, OR 97209 

503.225.1003 

mzxHm 

KT.|iHa 


Seattle 

The Shark 

AO 

300 


250 

52 Lakeshore Plaza Kirkland, WA 98033 

425.003.3003 

M&Wi 


08.05.90 

Miami 

The Chili Pepper 

Ft. Lauderdale 

PAO 

999 

50/44 

900 

200 W Broward Ft. Lauderdale, FL 33301 

954.525.5996 

7:30 PM 

9:00pm 

mzmm 

St Louis 

Mississippi Nights 

PAO 

mrxjm 

mam 

900 

914 N. 1st Street St. Louis, MO 63102 

314 421 0293 

»STiI3™ 

BrjiliMnl 

Mil 

Atlanta 

Celebrity Rock Cate 


IHUdS 


400 

56 E. Andrews Dr Atlanta. GA30319 


u 


ECTII 


Club Cancun 

hzsshi 

Ti?«» 

munm\ 

1000 

1638 Rice St. St. Paul 55117 

EHKBfrSM 

7:30 PM 

EE^ul 


Dallas | 

Curtain Club 

gESmi 

■Hi 


200 

2800 Mam SL Dallas, TX 75226 

214.324.1700 



l.l;H»M 


The Usual 

AO ] 

WSM\ 


400 

400 South First Street San Jose, CA B5113 

mmimm 

ft&Ii&Z 1. 


LLifcfci* 

Houston j 

Firehouse Saloon 



NA i 

300 

5930 Southwest Freeway Houston, TX 77057 

713.977.1962 





Source: https://www.industrydocuments.ucsf.edu/docs/pywy0004 
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as Of 5/24/9910 22 AM 


1999 MARLBORO MILES FOR ADMISSION 
Schedule 


Event 

Oats 

Market 

Venue Name 

AO / PAO 


Staff A 

Guests 

Printed 

POSCap. 

Venue Address 

Venue Phon# 

Doors / 
DJ time 

■ 

mmm 



AO 

1^9 

wmm 

MESSH 

1700 South PCH Redondo Baach, CA 90277 


;«E3E7a 


\SiM32M 

wirxuzzwm 

The Howlin' Wotf 

PAO 

B0Q 

mmm 

IT H 

828 South Peters New Oileans, LA 70130 


l«E5E?a 

EE3IS3 

i.i.i 

\[£3£EF3KKi 

CANES Bar & Grill 

PAO 

600 

mw/im 


3105 Oceanfront Walk San Diego, CA 92109 

619.488.1780 


EE33 


mranrai— 

Nick's Fat City 

AO 

KEZ3I 


■■£31311 

1601-05 East Carson St. Pittsburgh, PA 15203 

ivmmm 

IWdilMfli 

lEssraa 


[Detroit 


PAO 

msm 



431 E. Congress Detroit, M! 46202 

KH&U&m 

IKiiUU 



ii ,i n — 

Mulcahy's. 

AO 

850 

MTCB51 


3232 Railroad Wantagh. NY 11793 


\MESMSM 

\wssm 


usszmmm 

Sehubas 

AO 

250 

| 50 

200 


773.525.2508 


KiiSliHul 


Philadelphia 

Brownies 23 East 

AO 

WEm 

mm 

500 

23 E. Lancaster Ave. Ardmore, PA 19003 


i 


03.24.99 

New Orieans 

Mustang's White Horse 
Saloon 

AO 

850 

25/100 

700 

61025 HWY 11 Building 3 Slidell, LA 70453 

504.781.1122 

7:30 PM 

9:00pm 

03.24.99 

ESEEJEHi 

The Belly Up Tavern 

AO 

600 

25/75 

500 

wmmxsmrjEm&GsmmmsA 

619.461.8771 

■ssnzi 

\wssm 

tmmn 

[Houston 

nrnmagfflEmMi 



msm 

1000 

(BOO NW Mall Houston, TX 77092 

713 956.8097 


mxza 

ircmii 

IE3522SH 

bgwiaaiwrae— wm 


WEsM 

si 

200 

^>Avg> aigagaaffii \rnnniinxpxmzwm 


mMiu i 


1mm* 

□3E9MKKM 

IsSEEIElflSEEaMi 

AO 

650 

msm 

■E&S 

312 Houston St Ft Worth, TX 76102 


n &tivM 


03.26.99 

San Francisco 

King Street Garage 

AO 

400 

25/25 

350 

174 King Street between 2nd & 3rd 

San Francisco. CA 94107 

415.974.1166 

7:30 PM 

9:00 pm 

mmm 

Atlanta 

CJ‘s Landing 

AO 

fm^m 

msm 

HI 

270 Buckhead Ave. Atlanta, GA 30305 


mKtoUM 

iESHEuX 

kiscteem 

EEESEEEi 

Bunkers 

AO 


KM 

mmam 

761 N. Washington Minneapolis, MN 55401 

612.332.39-09 


\WEsm 

wj&iaa 

Miami 


AO 

■H 


m&m 

518 Clematis St. West Palm Beach, FL 33401 

561.B32.0706 



!£****■ 

Portland 


AO 

mmm 

mmm 

m%m 

2140 NE Sandy Btvd. Portland, OR 97232 



■T>517ffl 


St Louis 

li^rsianm ——mm 

PAO 


M4-TigT.ll 

wmzm 

6504 Delmar St Louis, MO 63130 

314.727.0880 


EESSJa 


Seattle 

Ballard Firehouse 

PAO 

mum 

mmm 

mmm 

5429 NW Russell Ballard. WA 98107 

hWI-Kljl 

MFIKSStM 


i;:r»r.TF,?« 

1 i'-*'- CT»gp 

Club Laga 

PAO 

warn 

■d.4L-fcl 

mum 

3609 Forbes Ave. 4th ft. Pittsburgh, PA 15213 

412.682.2050 

iww*™ 


wwvn 

Detroit 

7th House 

PAO 

msm 

KM 

mum 

7 North Saginaw Pontiac, Ml 4B342 



EESa 

nxmm 


Mulcahy's 

AO 

h&sb 



3232 Railroad Wantagh, NY 11793 

uiumuM 


Esssa 

uximn 

Chicago 

Martyrs' 

AO 



wmbim 

3855 North Lincoln Chicago, IL 60613 

773.404.9494 

Efr’.'lili’J 

Essna 

Gxmm 

Philadelphia 

Upstairs at Nick's 

AO 

Kdi 

50 

BFI'T'B 

16 South 2nd Street Philadelphia. PA 19106 

mmmm i 

mmx* 

■jmslull 

i*xv**m 

New Orleans 


AO 

■Ei>x>a 

mUrlM 

900 

501 Napolean New Orleans, LA 70115 

wiwznznm 

wmm 


KflHEEM 

kt-lil ».!!-■■ i*H 

rnTrTnf't"i?i[—w 

AO 

600 


500 

3105 Oceanfront Walk San Diego, CA 92106 

[.ilrltU.KW.M 

WfcMaWl 



Houston 

Max's 2001 

AO 

mzsm 

NA 

■R33B 

2630 Augusta Dr. Houston, TX 77057 



Esisa 

nwm 


Key Club 

PAO 

mum 

mmm 

460 


MM Muoom 

mmsa 

EMI 

nsnaEsm 

Dallas 

Arcadia 

AO 

msm 

mm* 

400 

2005 Greenville Ave. Dallas, TX 75206 



E23SI 

mxszm 

hiliUrliHWfll 

7th NOTE Sbowdub 

AO 

mrrim 

tmsm 

600 

915 Columbus Ave. San Francisco, CA 94133 

415.921 CLUB 

musmsm 

HBS33BI 

WMMiM 

Attanla 


AO 

IESB 

mmm 

250 

3179 Peachtree Rd. Atlanta, GA 30305 

ekk omm 

m*Msm 

WESssm 


CEES32I3* 

O’Garas 

AO 

600 

wunm 

500 

164 N Snetling Ave. St Paul, MN 55140 


WXStXM 

WEZEEt 


Miami 

1^4-j.LVLI JglgfflSW—1 

AO 

msm 



51B Clematis St. West Palm Beach, FL 33401 

561.832.0706 

mmiusM 

Earn 


Portland 

Mt. Tabor Theatre & Pub 

AO 


m'j.-frm 

400 

4811 SE Hawthorne Portland, OR 97215 

mtmsmm 

■3551271! 


m-aa 

St. Louis 

Blueberry HiK 

PAO 

KHM 

mmm 

I.T.Ti— 

6504 Del mar St. Louis, MO 63130 


■141271 

EEiKul 

[EK231 

Seattle 

The Fenix 


msm 

mimm 

mmm 

315 S. 2nd Ave. Seattle, WA 98104 



ESSJ 

umm 

Chicago 

Martyrs’ 

AO 

»i.i.i 


300 

3855 North Lincoln Chicago, IL 60613 


■A'.ILTl 

■T.y.'.j 

KHR33* 

Philadelphia 

ueese nzmmm 


B-i-lfB 

U'Ui'ilk 

500 

23 East Lancaster Ave. Ardmore. PA 19003 


■3^51271 


EHE* 

Detroit 

Magic Bag 

■EB^n 

mssm 


mzsm 

22920 Woodward Ave, Femdgle 


■*51271 

EEE33I 


New York 

Tramps 

PAO 


HEM 


51 West 21st St. New York. NY 10010 


**512711 

EES3SI 

mmm 

Pittsburgh 

Nick's Fat City 

AO 


mmm 

500 

1601-05 East Carson St. Pittsburgh, PA 16203 

412.481.S880 

mmm 


im&m 

Dallas 

ri.'U 1!-- LrWMaMBMHi i 

■EiiBU 

■C£5»] 

msm 

450 

5601 Sears St Dallas. TX 75206 


mMh&M 

■=K.J.!ul 

10.05.99 

San Francisco 

King Street Garage 

AO 

400 

25/25 

350 

174 King Street between 2nd & 3rd 

San Francisco, CA 94107 

415.974.1156 

7:30 PM 

9:00pm 

HEXES 

Houston 

Orchid Lounge 

PAO 

K23I 


300 

2415 Dunstan Houston. TX 77005 




K«ig*Mil 


Key Club 


msm 


450 

9039 Sunset Blvd. Los Angeles, CA 90069 



li’j'Mi'il 


Ne*w Orleans | 

Tipitjna's French Quarter 

{■2311 

UZZM 

msm\ 

500 

233 North Peters New Orieans, LA 70130 - 

504.566.7095 | 

mmm 

EHjMsZiJl 

EHEET5 

SjJSEEjlEEl 


AO 1 

m 


mmm 

860 Garnet Ave. San Diego, CA 92109 

.MUIS&T'M 

mwmuM 


m 

msmmmi 

uSHHHKHHHHHI 9 

Mil 


Ml 

wmmm 


wmmmm n 

■*T.lj71l 


nnraeaw 

Miami j 


AO 

«SSi 

wssm\ 

60° - 1 

2520 South Miami Road Fl Lauderdale, FL 33316 { 

’rimmsM] 

7,30 PM | 

■9.00 pm | 


Source: https://www.industrydocuments.ucsf.edu/docs/pywy0004 
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as Of 5/24f9910 22 AM 


1999 MARLBORO MILES FOR ADMISSION 
Schedule 


Event 

DsU 

Market 

Venus Name 

AO 1 PAO 

■ 

SUff& 

Guests 

Printed 

POSCsp. 

Venue Address 

Venue Phone 

Doors / 
DJ time 

■ 


Portland 

Cobalt Lounge 

AO 

275 

10/ 

250 

32 NW 3rd Ave. Portland, OR 97209 

503.225.1003 

MEEZM 

FUiTiWTi 


St. Louis 

Mississippi Nights 

PAO 

fTi!»'!y 

WRZilM 

900 

914 N. 1st Street St. Loui3. MO 63102 

he mfimm 

mrnsjrn 


tiint m 

Atlanta 

CJ's Landing 

AO 



450 

270 Buckhsad Ave. Atlanta, GA 30305 


RE5EZ1 



emSESEM 

O'Gara's 

AO 

WE3M 


IBZtjK 

164 N. SneSHng Ave. St. Paul, MN 55140 

muihmm 

WES2M 

IdMiTOl 



Tremors 

AO 

47 A 


400 

860 Garnet Ave. San Diego, CA 92109 

uu-riM-wm 




Seattle 

tbd 




■BBS!! 





tiw/m 

Chicago 

Double Door 

AO 

500 

wnmm 

400 

1572 N. Milwaukee Chicago, IL 60622 


mAXikLi 

EEsraa 




AO 

500 


400 

1700 South PCH Redondo Beach, CA 90277 


7:30 PM 

EE3ffiI 

IL#1 

NOW York 

Shine 

AO 

300 

mmrn 

250 


212.941.0900 

wm%M 

EEsna 

mCZTTW 

San Francisco 

7th NOTE Showdub 

AO 

■EEQH 


600 

915 Columbus Ave. San Francisco, CA 94133 

415.921.CLUB 

ft&IiLlul 

■-Um.'.J 



Plan B 

AO 

500 


400 

945 Garnet Ave. San Diego, CA 92109 


7:30 PM 

mssssa 

mma 

Seattle 

The Fenix 

AO 

700 

ESB3I 

600 



msma 

■•UmI-'.J 

EEI.IM 

Chicago 

Metro 

PAO 


WNlitM 

900 

3730 N. Clark Chicago, IL 60613 

uuzmmm 

7:30 PM 

R&usa 



Key Club 

PAO 

EH 

mrwwm 

450 

9039 Sunset Btvd. Los Angeles, CA 90069 


WE3ZM 




T ramps 

PAO 

800 


700 

51 West 21 st St New York, NY 10010 

212.727.3088 

ft&IiliLlI 

■•il.T.'.'.l 

11.04.99 

San Francisco 

King Street Garage 

AO 

400 

25/25 

350 

174 King Street between 2nd S 3rd 

San Francisco, CA 94107 

415.974.1156 

7:30 PM 

9:00pm 



Source: https://www.industrydocuments.ucsf.edu/docs/pywy0004 
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PROGRAM STAFFING 


TRAINING PROMOTIONAL STAFF 


After the GMMs select the crew, the GMMs must schedule a formal training session. It is 
mandatory that ail merchandisers attend. If possible, this training session should be held at the 
agency at no cost to the program. If not, training should be held at a centrally located hotel in a 
small meeting or conference room. 

The following materials should be provided at training: 

• Merchandiser Training Manual 

• Merchandiser script 

• Consumer screening priorities 

• Interactive Consumer Activity 

• Survey cards and incentive items 

• Merchandiser time sheets 

• Sample uniform 

• Hazardous materials training supplies and test 

• Materials Agreement 

• Certification of Training 

FOR LEGAL REASONS, THE PROMOTION MANAGER SHOULD HAVE THE FOLLOWING 
MATERIALS ON FILE BEFORE ANY MERCHANDISER WORKS: 


• Signed Certification of Training 

• Signed Materials Agreement 

• Completed HAZMAT Test 


The training session should last approximately two to four hours, depending on the number of 
people attending and the number of questions, etc. GMMs should notify the Region Manager of 
the exact date and time of training. 

Prior to the start of the training session, check everyone’s drivers’ license or legal ID to verify they 
are 21 years of age and keep a photocopy on file. On a 3x5-index card, record the following 
information about the merchandisers for your records: 

Name Date of birth 

Address Uniform size 

Phone number(s) Days available 

Social security number 

The important issues to cover in the training session include: 

• Marlboro Miles for Admission national program update 

• Merchandiser script and consumer screening priorities 

• Miles Redemption procedures 

• Redemption forms and accuracy of information procedures 

• Survey cards and accuracy of information procedures 

• Consumer qualifying process for Name Generation 

• Operating procedures, scheduling, time sheets, etc. 

• Agency payment procedure 

• Hazardous materials* handling and transportation 

• Relationship between merchandisers, agency, Affinity and Philip Morris USA. 

The Affinity Management Group, incJChicago 15 
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*ln an effort to comply with all federal Department of Transportation hazardous materials 
transportation and handling regulations, all merchandisers must be trained on hazardous materials 
regulations and procedures before working on this promotion. Merchandisers are required to 
successfully complete a written exam administered by the General Market Manager. 

Training will be a paid session. Each merchandiser should enter the training session hours on the 
merchandiser time sheet provided and turn them in at the conclusion of the session. A separate 
weekly payroll request form (labeled Training) and merchandiser time sheets should be submitted 
with Week 1 paperwork for this initial training session. In the case of any training conducted after 
this initial session, hours should be added to the corresponding weekly payroll request form without 
special labeling. 

For training session purposes, as well as team hours billed, only hour or half-hour increments can 
be logged on merchandiser time sheets. As a rule of thumb, you should round to the nearest half- 
hour increment and up to the nearest cent. 
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UNIFORM 


The Marlboro merchandiser uniform should be worn properly at ail times during working hours by 
both Promotion Managers and merchandisers. No one may wear a uniform in public when not on 
duty. 

Philip Morris USA will provide: 

• Polo style shirt 

• Baseball cap 

• Mariboro Pin or “Event Staff 1 Pin (4 settlement states) 

**At the end of each night merchandisers must return the Marlboro or “Event Staff pin to their 
Promotion Manager. 

Merchandisers must provide: 

• White or black sneakers/running shoes or black “street shoes" (team must be consistent) 

• White crew length socks 

• Black shorts 

• Black pants or black jeans (no acid washed jeans allowed) 

Merchandisers should not chew tobacco, gum, straws, toothpicks, etc, while in the clubs. Smoking 
is prohibited while on duty in the dubs. Remember that while the group is striving for maximum 
visibility, they are representing the client and must look and act professionally. 
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MEDIA AFFAIRS 



Please review this information for reporting encounters with protesters or members of the media along 
with guidelines for handling situations. These guidelines outline the appropriate usage of this form, the 
Media Relations card and Consumer Affairs card (see manager packet). Please note: 


• In the event of a protest, the Media/Protest form must be faxed to Kati Otto at PM Corporate Affairs 
within 4 hours of an incident 917-663-5361. 

• In the event of contact with a media representative, contact Kati Otto within 30 minutes at 917-663- 
4001 during regular business hours or 888.477.9501 outside of regular business hours. 


CONFIDENTIAL EVENT GUIDELINES 


Responding to Comments from Anti-Smokers 



You may encounter individuals who do not like smokers or events and promotions associated with 
tobacco companies. These individuals may try to engage you in debate. 

• A response to a statement to you about smoking, the event, or the product should resemble the 
following: 

'Tm sorry you feel that way, but l am not qualified to comment on the issue you've raised. 

Thank you for sharing your thoughts and feelings with us and I will pass along your comments 
to Philip Morris." 

"I wish you felt differently, but / certainly respect your opinion. Thank you for sharing your 
thoughts and feelings with us and / will pass along your comments to Philip Morris ." 

If Pressed: You may offer the individuai a Philip Morris Consumer card which contains the phone 
number for Philip Morris USA Consumer Affairs which is 1-800-343-0975, prompt 4. Let them 
know they can discuss their issues with qualified Philip Morris representatives. 


• Do not engage in any form of argument. 

• If asked whether you smoke, you can answer "Yes" or 'Wo, * as appropriate. If asked why, you 
can respond: 

"it's a matter of personal choice." 

> * DO NOT provide Media cards or phone numbers of Philip Morris personnel. 

• If you are offered literature, you may accept it. Please forward it on to your Affinity contact. 



20?0 s 538 27 
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Encounters With Protesters 


You may also encounter groups of anti-smokers who will stage impromptu or organized protests. 
Please adhere to the following guidelines. 


• Never engage groups of protesters in argument or conversation. 

• Through observation, and without asking questions, gather as much information as you can 
about the protesting group (name, number of participants, future plans for protests, etc.) 

• If you are offered literature from the protesters, you may accept it. Please forward it on to your 
Affinity contact, 

• Retain your composure and sense of professionalism. Err on the side of caution, dignity and 
restraint. 

• If the protest draws media attention, please review the procedures for handling the media. 

• DO NOT provide Media Cards or phone numbers of Philip Morris personnel to members of the 
protesting group. You may give them a Consumer Card if absolutely necessary. This should 
be viewed as a last resort. 

• There is no reason to cancel or shut down an event because of a protest unless the manager 
or owner of the event/venue requests that you do so. 

« If there is a protest at an event you are working you must fill out a Media/Protest form and fax it 
to Kati Otto at Philip Morris within 4 hours of the incident at (917) 663-5361. Please note that if 
media are present there are separate guidelines that need to be followed with regard to how 
soon you must make contact with someone. 


Contacts With Media Representatives 


If you are approached by any member of the media please follow these procedures: 

• Politely inform the person making the inquiry that you are not an authorized spokesperson and 
cannot comment. The following suggested response can be used if a reporter asks you about 
the promotion: 

7 am not a spokesperson, but I'd be happy to put you in touch with someone who is. Here 
is a number you can call to discuss your questions." 

• Hand the reporter a Media card. 

• Find out the name of the reporter, the media outlet and the phone number. (Get a business 

card, if possible.) _ 

• Once you have obtained information about the media representative, please call Philip Morris 
representative Kati Otto at 917-663-4001 during regular business hours. 


2070953828 
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After regular business hours, on weekends, or holidays, please contact Philip Morris Security at 
917-663-4080. Tell PM security who you are, the event you are working, how you can be 
reached and the reporter's name and affiliation. Ask them to contact Kati Otto at home to relay 
the information. You may also try to reach Kati via beeper at 888.477.9501. 


• DO NOT provide home phone numbers of Philip Morris employees to any media 
representative. 

• It is vitally important that Philip Morris is immediately made aware of any contact with media 
representatives so that they can respond swiftly to any questions a reporter may have. You 
MUST contact Kati Otto or PM Security within 30 minutes of any contact with a member of the 
media. This pertains to all media contact, whether or not a protest situation exists. 


• If you observe any person who appears to be with the media asking questions of participants or 
customers, but they have not approached you directly, you can approach the individual to 
ascertain what they need. Proceed as outlined above, 


• If a photographer/camera crew is present, do not pose for photographs. Please remember, 
however, that you may not stop a member of the media from taking photos/video, You may 
approach the individual to ascertain which media outlet he/she is with. Proceed as outlined 
above. 


Responding To Consumer Questions 


You may provide basic information on the activities associated with the promotion. 

Remind the individual that all participants of the promotion must be smokers 21 years of age or 
older. 


If they have any further questions, you may provide them with a Consumer card. 
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MED1 A /P R QTEST5 


DATE OF PROMOTION 


Time of incident 


City, State 


Name of Store or Event 


Address of Store or Event 


Phone Number of Store or Event 


Market Manager/Supervisor 


GMM/SPR/Contact 



MEDIA EVENI 


Name of Media Organization 


Name of Reporter 


Phone Number of Media Organization 


Did Any One Make a Comment to the Media? 


If So, Who Commented, and What Was Said? 


Was a Media Relations Card Distributed? 


Did the Media Take Any Photos or Video? 



PROTEST 


Name of Protesting Group 


Approximate Number of Protesters 


Approximate Age of Protesters 


Are the Protesters Carrying Large 

Signs/Visuals? 


Did the News Media cover the Protest? 


What is the Situation at the Present Time? 


Was a Media Relations Card Distributed? 



COMMENTS: 
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GENERAL MARKET MANAGER ADMINSITRATIVE PROCEDURES 




The following section contains descriptions and samples of all administrative paperwork required for the 
1999 Marlboro Bar Program. This paperwork is specifically designed to support management in the 
administration of this promotion. Ail paperwork must be completed and submitted on a weekly basis to 
your Region Manager via Federal Express on Mondays. 

The following forms detail the specific administrative procedures and should be submitted with the 
necessary sheets along with the correct number of copies: 


• Promotion Reminder Fax 

• Pre-Promotion Plan-A-Gram 

• Event Card Count Sheet 

• Outbound Log Survey Tracking Form 

• Weekly Paperwork Procedure 

• Weekly Payroll Request Form 

• Miles For Admission Topline Report 

• Artist Settlement Sheet 

• Materials Agreement 

• Certificate of Training 



Please write clearly and legibly. 
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PROMOTION REMINDER FAX 


This form is to be faxed the week prior to the event as a reminder to club management that the 
Marlboro Miles for Admission is scheduled for the following week. 

PROMOTION PLAN-A-GRAM 


This form is to be used by the GMM during the pre-promotional walk-through of the club early in 
the week prior to event. The GMM is responsible for setting-up an appointment with the club 
manager to review all aspects of the promotional night, with emphasis on kiosk and visibility 
placement. The purpose of this activity is to ensure primary and dominant visibility for the Marlboro 
brand. All visibility, promotional material and positions will be agreed upon and recorded by the 
club manager and GMM on the Plan-A-Gram. This form should be with the GMM the night of the 
event in the event of any discrepancies or miscommunications. 

EVENT CARD COUNT SHEET 


This form tracks and inventories your nightly collection and shipment of redemption forms. This 
form is produced in quadruplicate; the gold copy should be retained by for your records. The white 
copy is placed in the BRE, accompanying the completed forms. The canary yellow copies should 
be sent out via regular mail to Michelle Cracraft/ Leo Burnett/ 35 West Wacker / 19th Floor / 
Chicago, IL 60601, at the end of each week. The pink copies should be included in your weekly 
paperwork, and attached to the outbound survey tracking form. 

\fter verifying Send Redemption Forms (with white sheet) via FedEx to: 

Image Entry 
Attn: Robin Asher 
465 Industrial Blvd. 

London, KY 40741 
606.878.1808 

The General Market Manager should: 


1. 

2 . 

3. 



Fill in the 6-digit BRE number. 

Print his/her name and business phone number under Contact Name/Ph# field. 

Verify all information, especially the number of survey cards in the BRE. Make sure that all 
survey cards are complete and legible. Make all necessary adjustments. 

Sign the form. Follow the instructions at the bottom of the form to determine who gets 
which copy. Please note that cards shipped without an Event Card Count Sheet will be 
returned to you. 

Gold copy-Retain for Promotion Manager’s files 
White copy-inciude in BRE 
Yellow copy-mail to Leo Burnett 
Pink copy-submit with weekly paperwork 
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OUTBOUND LOG SURVEY TRACKING FORM 


This weekly form tracks the number of survey cards (not redemption forms) sent in the BREs, it 
works hand in hand with the Event Card Count Sheet. Each BRE has a tracking number that can 
be found on the lower portion of the front of the envelope. This form should be faxed to Robin 
Asher at (606) 878-5470 at the end of each week, attached to the pink event card count sheets 
and then included in your weekly paperwork. Keep a copy of this form for your records. 

• Fax to Robin Asher 

• Submit with weekly paperwork 

WEEKLY PAPERWORK PROCEDURE 


Each week the GMMs will submit paperwork to their RMs that will include forms detailing program 
activity, inventory changes, payroll costs and general expenses. The Weekly Activity Report is the 
most important tool in the tracking of information related to the achievement of overall program 
goals and objectives. Weekly activity such as dates, locations, hours, survey card results and 
inventory totals are tracked through this form. 

If you need to FedEx paperwork you can pick up FedEx letter envelops a Federal Express office or 
a shipping facility such as Mail Boxes, Etc. 

To send a package FedEx, fill in all appropriate information on the airbill, including the date and 
your name and the recipient's name, phone and address. Check the "Bill Sender FedEx account 
number" in the Payment section of the airbill, and check the FedEx Letter box under Standard 
Overnight in the services section. Remove the top copy and keep it for package tracking purposes 
(the top copy does not need to be submitted to Affinity). Lastly, slip the airbill in the plastic pouch 
and place it in a FedEx drop box. 

WEEKLY PAYROLL REQUEST FORM 


This form represents a consolidation of the merchandiser time sheets. Remember to round to the 
nearest half-hour and up to the nearest cent when completing this form. To get total amount due, 
please add all individual amounts due rather than multiplying total hours by the rate. Proof the 
figures and submit a copy to the agency for their signature with the yellow copies of the 
merchandiser time sheets. The agency should fax Affinity a signed copy for billing purposes. 
Submit this form and one copy with the white copies of the merchandiser time sheets with your 
weekly paperwork. Submit with a copy in weekly paperwork 


MILES FOR ADMISSION TOPLINE REPORT 


The Miles for Admission Topline Report must be completed and faxed to 312.644.3042 either the 
night of the event or the following morning at the latest. 

ARTIST SETTLEMENT SHEET 


After the artist has performed, and you settle the show (give them their check), you must have the 
road manager sign the Artists Settlement Sheet. This must be faxed with the topline report to 
312.644.3042 with the night of the event or the following morning at the latest. 
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REPORTING PROCEDURES 


Nightly Activity Summary 

The team activity summary should be reported to your Music Coordinator nightly via the 1/800 voice mail 
system @ extention 252, detailing the following: 


Name 

Date 

MFA location 

Total MFA Redemption Forms collected 
Total number of survey cards collected 
Total attendance ~(&vU| f{f) 
Comments or problems ' 


When calling in team activity, please speak clearly and concisely, leaving only relevant information. Call 
from your home and not from the storage facility or a club. 


MATERIALS AGREEMENT 


Also included with your paperwork is a copy of the Materials Agreement. This must be read, signed 
and returned after training. 


CERTIFICATE OF TRAINING 


Included with your paperwork is a copy of the Certificate of Training. This form must be read, 
signed and returned after you have completed training. 


The Affinity Management Group, IncJChicago 
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1999 Marlboro Miles 
for Admission 

Promotion Reminder Fax 


To: 

Date: 

From: 

Pager: 

Re: 

MILES FOR ADMISSION 




We are excited about our upcoming Marlboro bar promotion and 
want to remind you of some details that will help make the event 
extremely successful for both of us* 

PROMOTION DATES:_ 

PROMOTION TIMES:_ 


INSIDE CLUB AREA: (We will need space for the following) 

4 Miles Redemption Area 
4 Catering Setup 

Finally, as outlined in our agreement, we require complete 
promotional exclusivity during the dates listed above, this event 
should be treated as a private event. Do not use the artists name 
or "Marlboro" in any advertising or pre-promotional materials. 
Please leave the promoting up to us. In addition, Marlboro only 
promotes to adult smokers, 21 years of age and older. 

Please be in touch with any questions (312.644.0600 ext. 252 or 255) 
as we look forward to a successful and exciting promotion together. 
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1999 MARLBORO MILES FOR ADMISSION 

PROMOTION PLAN-A-GRAM 


'MARKET: 
ARTIST: " 


VENUE: 
EVENT DATE: 


KEY/ITEM/QUANTITY 

LOCATION / NOTES 

® = Miles Redemption Area 


(2) = Catering setup 


(3) = POD setup 


@ = Backlit Signs 


® - Hanging Banners 


□ = STAGE 



Please indicate the approximate location of each item above utilizing the numeric key provided. Also 
indicate any and all appropriate features of the club (ex: main entrance, dance floor, bar, etc.) 



oo 
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1999 MARLBORO MILES FOR ADMISSION 
Artist Settlement Sheet 


The below signature indicates that i acknowledge receipt of and have accepted 
the balance due to date from Entertainment Marketing, Inc. on behalf of Philip 
Morris and the Marlboro Miles For Admission Program for the following 
engagement: 


Date of Show:_ Venue: 

Balance Paid 
To Artist 

Representative:_ 


I further acknowledge that no other amounts are due to me in connection with the 
above listed engagement. 


Artist Representative (Print): __ 

(Signature)_ Date: _ / /99 


EMI Representative (Print):_ 

(Signature)_ Date: _ / / 99 
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1999 MARLBORO MILES FOR ADMISSION 

WEEKLY PAYROLL REQUEST FORM 


PM91 


Market:_ Week#: 

Promotion Manager/GMM: _ 

Agency Name: 


Merchandiser Name 

Hours Worked 

Agency Rate Per Hour 

Total Amount Due 





































• 








> 




TOTAL 


TOTAL 



Agency Signature; 


Source: https://www.industrydocuments.ucsf.edu/docs/pywy0004 


2070953840 






1999 MARLBORO MILES FOR ADMISSION 
TOPLINE REPORT 


Market:_ 

Date:_ 

Talent (Band) Name: 


Venue:_ 

Time (doors & talent):, 
DJ Name:_ 


Billable Hours: 


Promotion Crew Time In 


Promotion Crew Time Out 


Number of People in crew 


TOTAL BILLABLE HOURS * 



*BILLABLE HOURS MUST EQUAL PAYROLL REQUEST FORM. 

Attendance; 


Item 

Quantity 

Total Attendance 


Total Number of Redemption Forms 


Total Number of Miles Collected 


Consumers/Redemption forms with guests 


Consumers/Redemption forms w/o guests 


Total Redeemers plus guests 


VIP guest list 


Name Generation Survey Cards 




Signage: 


Item 

Quantity 

Location 

Backlit Signs 



Music Napkins 



B & R / Music Matches 



Pods 



1-sided hanging banners 



2-sided hanging banners 



Pole banners 



Speaker Scrims 


> 

Neons 



Table Tents 
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MARLBORO BAR PROGRAM 


Materials Agreement 


This certifies that I understand that all program materials are property of 
Philip Morris U.S.A. These materials include, but are not limited to, the 
incentive items, uniforms, vehicles, training manual, and any other items 
pertaining to the program that are distributed or purchased by Philip Morris 
U.S.A. or Entertainment Marketing, Inc or their affiliates. 

I recognize that any misuse or improper distribution of any program 
materials may result in my immediate dismissal. This includes any 
distribution of incentive items to anyone who is not a smoker, 21 years of 
age or older. 

Should my assignment be terminated for any reason, 1 will return all of the 
program materials and/or supplies with in five (5) calendar days following 
my last day of work. Failure on my part to return such items will grant 
Entertainment Marketing, Inc. and its affiliates the legal right to withhold my 
final payroll check or other monies which may be due and payable to me 
until such items are returned in good order (normal wear and tear 
accepted). 


Signature 


Date 
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MANUAL FOR THE DISTRIBUTION 
OF MERCHANDISE 


Instructions for Promoter 

All points in this manual must be reviewed with individuals involved in the sale or 
distributors of merchandise (“Distributors”) and a copy should be given to each. 

Distributors must sign the attached certificate, indicating that they have been told of 
distribution restrictions and understand that they are subject to immediate dismissal if 
they knowingly violate these restrictions. 

Be sure to monitor distributors to ensure their compliance with distribution guidelines 
and restrictions. It is your responsibility to dismiss any distributor who, in your 
judgment, knowingly violates these restrictions. 

Instructions for Distributors 


Selling or Distribution to the Consumer 

• Determine whether he or she is a smoker and 21 years of age or older. If so, 
offer the merchandise. 

You will not have time to: 

• Stop and talk about Marlboro cigarettes. 

• Debate or argue the issue of cigarette smoking and health. 

• If a negative statement attacking you or the cigarette industry is made, the following 
response is suggested: 

“I regret that you feel that way. Thank you.” 

OR 

“I’m not sufficiently qualified to comment on that issue. Thank you.” 
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RESTRICTIONS ON DISTRIBUTION 


You are required to observe certain distribution restrictions developed by Philip Morris to 
maintain the good community relations our brands and people enjoy. Please review this 
important information carefully. 

You must sign the Certification of Training on the last page of this manual, indicating 
that you understand and agree to the following restrictions: 

• Distribute merchandise only to smokers who are 21 years of age or older . You 
must verify the smoker’s name and age by checking government issued identification 
bearing a date of birth. 

• Do not distribute merchandise to non-smokers . Merchandise is intended only for 
smokers. 

• Distribution of merchandise should be conducted only by authorized persons. 
Take care of your merchandise. Store it in secure places both on and off the job to 
avoid inadvertent distribution. 

• Circumstance preventing distribution from being conducted consistent with the 
provisions of this manual should be stopped until such circumstances abate. 

Please comply with the important guidelines in this manual to ensure the success of the 
program. 
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CERTIFICATION OF TRAINING 


This certifies that I have been instructed by representatives of Philip Morris USA, or their 
designated distributing agency, on merchandise distribution guidelines and restrictions. 

I will offer merchandise only to smokers who are 21 years of age or older, and I will 
follow all other distribution guidelines and restrictions, 

I recognize that I am subject to immediate dismissal if I offer merchandise to any smoker 
who is not 21 years of age or older, or if I violate any distribution restrictions. 

I understand that I am not eligible to enter or win any Philip Morris sweepstakes or 
contest including the Marlboro Rock the Ranch and Marlboro Racing School 
sweepstakes. In addition, I understand that 1 am not eligible to attend any of the 
Marlboro Ranches or Racing Schools as a winner or as a guest of a qualified winner. 


Signature 



Date 
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